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Abstract 
 
Many environmental organisations rely on volunteers to provide important services that 
would otherwise not be provided by government. However, with the substantial growth in 
Australia’s nonprofit sector the competition for volunteers has increased significantly. 
Nonprofit organisations are implementing marketing strategies to convince potential 
volunteers that their particular cause is more worthy of an individual’s valuable time than 
other leisure activities. Most studies of volunteers focus on individuals who are already 
involved, however equally important is understanding those who have not previously 
volunteered but who state their intention to do so in future. This study investigates this notion 
in the context of environmental volunteering. Based on a sample of 1,318 Australians we 
identify that potential environmental volunteers differ from non-environmental volunteers in 
terms of having: (1) stronger pro-environmental attitudes; (2) different motivations for 
volunteering; and (3) differing personal values. Practically, findings can inform volunteer 
recruitment strategies to target individuals who already have a predisposition towards 
environmental volunteering, resulting in more efficient spend of limited marketing dollars. 
Promotions that align with the motivations and values of this group are more likely to 
resonate with them and prompt action, and have the potential to increase the overall number 
of volunteers for environmental causes. 
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Introduction 
 
Environmental issues continue to attract attention at the local, national and international 
levels, with four out of five Australian adults reporting they are concerned about at least one 
environmental problem (Australian Bureau of Statistics, 2010). However, this apparent 
environmental consciousness has in many cases failed to stem debate on the priority 
governments should attach to environmental policies (e.g. Hannam & Wroe, 2014). In the 
midst of perceived government indecision and inaction, nonprofit organisations have come to 
the fore in the provision of important environmental restoration and support services and, as a 
result, a multitude of not-for-profit environmental organisations have emerged (Productivity 
Commission, 2010).  
A scan of environmental volunteering opportunities advertised online reveals the wide range 
of organisations that rely on volunteers to achieve environmental objectives. These include, 
for example, botanic gardens and park authorities, wildlife rehabilitation centres, marine 
conservation organisations in coastal areas and agricultural land rehabilitation groups in rural 
areas (Volunteering Australia, 2014). The roles performed by these volunteers are equally 
varied and include gardening and maintenance, removal of invasive weed species, mapping 
and location of pest colonies, erection of signage and fencing and mentoring of student 
sustainability projects.  Similar to other volunteering organisations, environmental 
organisations face the challenge of convincing the market of potential volunteers that their 
particular cause is more worthy, more interesting, and more deserving of an individual’s time 
than other alternatives.  
The National Survey of Volunteering Issues conducted by Volunteering Australia (2011) 
revealed that the majority of Australian volunteering organisations across all sectors are 
currently in need of more volunteers. This is particularly the case for environmental/animal 
welfare organisations, of which 78 percent are reported to be currently trying to attract more 
volunteers (Volunteering Australia, 2011). To successfully do this they need to take a more 
scientific approach to their volunteer recruitment campaigns, which involves adapting and 
utilising marketing techniques that have been tried and tested in the for-profit sector (Bussell 
& Forbes, 2002). Suitable techniques include market segmentation and targeted advertising to 
reach those individuals most likely to be a good match with the specific volunteering 
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experience offered. If organisations know which types of individuals are most likely to 
volunteer for their cause, they can produce marketing campaigns which more effectively 
reach these individuals and contain messages designed to engage their attention and motivate 
them to begin volunteering.  
There are many examples of social marketing campaigns which have been successful in 
changing the behaviours of members of the general population – either by persuading people 
to discontinue unhealthy behaviours (e.g. reducing fat consumption) or commence healthy 
behaviours (e.g. obtaining immunisations) (Grier & Bryant, 2005). Studies have also 
demonstrated the capacity for social marketing campaigns to increase rates of volunteering, 
for example amongst older adults (Tan et al., 2010). Environmental volunteering 
organisations are faced with a similar social marketing challenge: to increase the number of 
people who engage in the pro-social behaviour of volunteering, specifically in the context of 
activities that improve the natural environment. 
Whilst a number of prior studies have focused on the delivery and effectiveness of 
environmental volunteering programs (e.g. Aslin, Mazur, & Curtis, 2002; Savan, Morgan, & 
Gore, 2003; Warburton, Marshall, Warburton, & Gooch, 2005), to this point few researchers 
have attempted to identify the types of individuals likely to volunteer for environmental 
causes. The result is that nonprofit managers responsible for attracting volunteers have been 
left with scant information to make marketing-related decisions. The few prior marketing-
related or volunteer profiling studies conducted provide limited profiling information and 
tend to focus on individuals who already volunteer for environmental causes (e.g. Bruyere & 
Rappe, 2007; Liarakou, Kostelou, & Gavrilakis, 2011), instead of those who might become 
involved in future. It is this gap in knowledge that this study seeks to address. Specifically, 
the aims of this study are to: (1) identify individuals likely to volunteer for environmental 
causes in future (referred to henceforth as potential environmental volunteers); (2) identify 
whether they are driven purely by the organisational mission (i.e. they have stronger pro-
environmental attitudes than others) or if they volunteer for a range of other reasons, and 
whether these motivations are different from non-environmental volunteers; and (3) provide a 
more comprehensive profile of these people by comparing their personal values to those of 
the rest of the population. 
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Prior research 
 
One attempt to profile environmental volunteers used data from the World Values Survey 
(Inglehart, Basanez, Diez-Medrano, Halman, & Luijkx, 2004) to compare the characteristics 
of environmental and animal rights volunteers with both non-volunteers and volunteers for 
other causes (Randle & Dolnicar, 2006a). Significant differences were found in relation to 
socio-demographics, general concerns and the factors considered important in a job. In a 
second (Australian) study, environmental volunteers were found to be more altruistic, had a 
stronger feeling of regional identity and displayed stronger pro-environmental attitudes than 
volunteers for other causes (Randle & Dolnicar, 2006b). Results are useful in terms of 
profiling who already volunteers, but they have limited use for organisations wanting to 
expand their base of volunteers by attracting people who have not volunteered before but are 
likely to do so in future.  
 
In terms of motivations for volunteering, most researchers agree that they are multi-faceted 
(Allison, Okun, & Dutridge, 2002; Clary, Snyder, & Ridge, 1992; Hibbert, Piacentini, & Al 
Dajani, 2003). Volunteers seek a range of outcomes, both in terms of the value provided to 
the beneficiaries of their volunteering efforts but also the benefits they personally gain from 
involvement (e.g. learning new skills or socialising and meeting new people) (Burns, Reid, 
Toncar, Anderson, & Wells, 2008). In their study of volunteers from non-government 
organisations, Martinez and McMullin (2004) compared active versus non-active volunteers 
and found that active volunteers were motivated by significantly stronger feelings of efficacy, 
while inactive volunteers were more restricted by competing commitments. Again, however, 
this study only included individuals who already volunteered so results are limited in their 
usefulness for attracting a wider range of people. While is it is likely that the mission of an 
environmental organisation is a key motivator for volunteers, it is also possible that a number 
of other motivations contribute to the decision to volunteer. What is not known is which 
motivations specifically characterise potential environmental volunteers when compared to 
the rest of the population.  
Personal values has also been found relevant in terms of volunteering behavior. For example, 
when comparing volunteers to non-volunteers, Mahoney and Pechura (1980) found that 
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volunteers place more importance on self-respect, equality and inner harmony, and Wymer 
(1997) found they place less importance on pleasure and salvation. Conversely in a Canadian 
study, Reed and Selbee (2003) found no significant differences in the values of volunteers 
when compared to non-volunteers and recommended the market be segmented further to 
reduce the level of heterogeneity present. Wymer (1997) did this by focusing on the cause the 
individual volunteered for. Results showed significant differences for all except one of the 
causes included. For example, arts and culture volunteers placed more importance on beauty, 
freedom and a comfortable life, and less importance on salvation. Youth development 
volunteers, on the other hand, placed more importance on empathy, happiness, and mature 
love, and less importance on inner harmony, national security and wisdom. This study did not 
include environmental causes, however based on this evidence it seems likely that they too 
will display distinct values compared to non-volunteers.  
The aim of this study is to investigate whether, when compared to non-environmental 
volunteers, potential environmental volunteers differ in terms of: 
1. their pro-environmental attitudes; 
2. their motivations for volunteering; and 
3. their personal values.  
The strategy of market segmentation (i.e. splitting the broad population into smaller groups 
which share some common characteristic) is common in the commercial arena where 
marketing efforts are targeted towards those individuals most likely to purchase a product or 
service, therefore minimising time and money spent on individuals with little interest in the 
same product or service (e.g. Aroean & Michaelidou, 2014; Dolnicar, 2002; Holbrook, 1996). 
Whilst it has taken longer for market segmentation to be accepted as a systematic tool for 
informing marketing strategy in the nonprofit sector, numerous authors have identified this 
gap and called for research to identify whether homogenous groups of donors or volunteers 
exist which could be the target of customised marketing campaigns (Bussell & Forbes, 2002; 
Chinman & Wandersman, 1999; Reed & Selbee, 2000). If potential environmental volunteers 
are found to have unique characteristics it presents an opportunity to develop targeted 
marketing and recruitment campaigns. Campaigns with customised messages are more likely 
to resonate with the specific group being targeted and make more efficient use of limited 
marketing dollars. 
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Methods 
 
Data collection 
Data were collected in Australia through online research panel company PureProfile, which 
structures the panel to be representative of the population. Panel members are recruited 
through multiple channels to ensure a broad cross-section of society is included (e.g. online, 
through newspaper advertisements and shopping centre intercepts). Invitations to complete 
the questionnaire were emailed to a nationally representative sample of Australians aged 18+ 
and the survey was available for completion for approximately four weeks. Panel members 
receive points as incentives for completing questionnaires which can be accumulated and 
redeemed for rewards through the panel company. 
The data used to investigate the research questions regarding environmental volunteering 
formed part of a larger study which investigated volunteering behaviour more broadly (the 
specific questions used to conduct the analysis are included as Appendix 1). Considering the 
aim of this study was to understand differences between segments of the volunteering 
population (not estimate the size of these segments) the sample would ideally include 
maximum levels of heterogeneity. This data included Australian residents who associated 
with 14 different cultural backgrounds and was therefore ideal for examining the research 
questions specified. Of the 1,415 individuals who completed the questionnaire, 1,381 had not 
volunteered for an environmental organisation in the past 12 months. This sub-sample of 
participants is the focus of the present investigation.  
 
Measures 
In the process of selecting and developing measures for inclusion in this study a qualitative 
pre-study was conducted. This pre-study included individual interviews and group 
discussions with a range of people who have different perspectives on volunteering, including 
current volunteers for different causes, former volunteers, managers of various volunteer 
programs and members of the general population (n=63). Participants were sourced through 
7 
 
local volunteering organisations and members of the general population were recruited using 
random sampling at public areas such as shopping centres and also using convenience 
sampling. Participants were asked about their past and current volunteering behaviour, 
reasons for participation/non-participation and perceived outcomes of volunteering for 
themselves, others and the community. The managers of volunteer organisations gave their 
expert opinions on these issues. 
The pre-study sought to identify the motivations and personal values relevant to the 
behaviour of volunteering. Results were used to formulate the list of motivations for 
volunteering. They also informed the selection of the 20 personal values most relevant to the 
behaviour of volunteering from the 60 values included in Schwartz’s (1992) values survey (a 
reduced list was chosen to prevent respondent fatigue and maximise data validity). Regarding 
motivations, analysis of qualitative results included frequency counts of stated motivations, 
grouping of similar motivations and elimination of redundant items. The resultant list was 
also compared against prior literature on volunteer motivations (e.g. Australian Bureau of 
Statistics, 2006; Clary et al., 1998) to cross-check that no relevant motivation domains had 
been missed. Regarding personal values, qualitative data (including participant descriptions 
of reasons for, and outcomes of, volunteering) were analysed in light of Schwartz’s 10 value 
types. Based on these descriptions, for each value type, the two single values which were 
hypothesised to characterise volunteers chosen for inclusion.  
 
Volunteering behavior 
Respondents were asked whether they had volunteered (given unpaid help to an organisation 
or group) in the past 12 months. Those who had volunteered were presented with a list of 11 
different causes – arts/culture, business/professional, sport/recreation, emergency services, 
community/welfare, employee’s union, environmental, education/training/youth 
development, health, religious, animal welfare – and asked to indicate which one most 
accurately described the cause they had volunteered for.  
The measurement of behavioral intention is used commonly in social psychological theories 
such as the Theory of Planned Behaviour (Ajzen, 1991) as a proxy for future behaviour, as 
intention is considered to be the immediate precursor to actual behaviour. Whist not perfectly 
predictive of actual behaviour it does differentiate between those individuals on whom any 
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marketing dollar would be wasted and those whom there is a chance of attracting. To measure 
behavioural intention in this study, participants were then given the above list of 11 causes 
and asked which they would be likely to volunteer for in future. For this question participants 
could tick as many answer alternatives as were applicable, or they could also answer “none of 
the above”. 
 
Environmental attitudes 
Environmental attitudes were measured using the New Environmental Paradigm (Dunlap, 
Van Liere, Mertig, & Jones, 2000). The scale includes 15 statements relating to the 
environment such as “the balance of nature is delicate and easily upset” and “humans are 
severely abusing the environment”. Respondents were asked to indicate their extent of 
agreement with each statement using a five point Likert-type scale ranging from strongly 
disagree to strongly agree.  
 
Motivations 
Respondents were presented with the following list of 18 reasons for volunteering: I can meet 
different types of people, it will help my career prospects, I want to maintain services that I 
may use one day, there is no-one else to do the work, it makes me feel less lonely, my 
children are involved with the organisation, it sets a good example for others, it keeps me 
active, I feel like I am doing a good job, I can socialise with people who are like me, it will 
improve my community, I know someone who has benefited from the organisation, it gives 
me the chance to help others, I can support an important cause, I can build a network of 
contacts, I can give something back to society, I can put faith into action, and I can gain 
recognition within the community.  
This list was developed following the qualitative pre-study and included both altruistic 
motivations (e.g. to give something back to society, to help others) and egoistic motivations 
(e.g. to keep active, to maintain services that I may use one day). Respondents who had 
volunteered in the past 12 months were asked to select the motivation/s that applied to them. 
Individuals who had not volunteered in the past 12 months were asked to select the reasons 
that would be important in their decision to volunteer. 
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Personal values 
Participants were presented with a list of 20 values, which were a reduced version of the 60-
item Schwartz values survey (Schwartz, 1992). The 20 single values (and value types, 
indicated in parentheses) were: freedom, creativity (self-direction), an exciting life, a varied 
life (stimulation), an enjoyable life, pleasure (hedonism), ambition, success (achievement), 
wealth, authority (power), national security, family security (security), politeness, honoring 
of parents and elders (conformity), respect for tradition, devoutness (tradition), helpfulness, 
loyalty (benevolence), environmental protection and equality (universalism). Participants 
were asked to indicate how important they felt each value was by selecting a number from 
zero (of no importance) to seven (extremely important). 
 
Analysis 
Of the 1,381 respondents, 399 had not volunteered for an environmental cause in the past 12 
months but indicated they would consider volunteering for an environmental organisation in 
future – these individuals formed the sample of potential environmental volunteers. The other 
982 participants indicated had not volunteered for an environmental cause in the past 12 
months and also did not check the “environmental” box when asked which types of 
organisations they would volunteer for in future. These people formed the segment of non-
environmental volunteers.  
Analysis of Variance (ANOVA) was used to compare means for metric variables. Chi-square 
tests were used to identify significant differences for binary format (categorical) variables, 
and the p-values were Bonferroni corrected to account for multiple testing. All statistics 
reported in this article are at the 95% confidence level or higher. 
 
Results 
 
Pro-environmental attitudes 
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An overall average score for pro-environmental attitude was calculated by adding the positive 
statements from New Environmental Paradigm, subtracting the negative statements and then 
dividing by 15. ANOVA showed significant differences between the two groups (F=61.0, 
df=1). The mean score for potential environmental volunteers was 3.8, while the mean score 
for non-environmental volunteers was 3.5, indicating that potential environmental volunteers 
do have stronger pro-environmental attitudes than non-environmental volunteers. 
 
Motivations 
Chi-square tests indicated that potential environmental volunteers were significantly more 
likely to nominate 11 of the 18 motivations than non-environmental volunteers. These 
included altruistic motivations: to support an important cause (72% compared to 53%); give 
something back to society (75% compared to 60%); have the chance to help others (75% 
compared to 64%); set a good example for others (59% compared to 43%); and improve the 
community (63% compared to 49%). Potential environmental volunteers were also 
significantly more likely to nominate a number of egoistic reasons for volunteering: meeting 
different types of people (59% compared to 46%); socialising with people who are similar 
(43% compared to 33%); keeping active (52% compared to 42%); putting faith into action 
(30% compared to 21%); to feel they are doing a good job (59% compared to 49%); and to 
take their mind off other things (33% compared to 24%). These results are depicted 
graphically in Figure 1, asterisks (*) indicate significant differences between groups. 
 
Figure 1: Motivations of potential environmental volunteers versus non-environmental 
volunteers 
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Personal values 
ANOVA revealed significant differences in mean ratings for eight of the 20 values measured. 
Potential environmental volunteers rated only one value significantly lower than non-
environmental volunteers; this was authority (5.03 compared to 5.29; F=5.90, df=1). For 
seven other values, however, potential environmental volunteers rated them as more 
important than non-environmental volunteers. The more important values for potential 
environmental volunteers were: a varied life (5.46 compared to 5.27; F=4.40, df=1); freedom 
(6.07 compared to 5.86; F=6.23, df=1); helpfulness (5.43 compared to 5.17; F=7.66, df=1); 
an exciting life (5.47 compared to 5.24; F=5.62, df=1); creativity (5.38 compared to 5.09; 
F=9.23, df=1); equality (5.99 compared to 5.68; F=12.60, df=1); and, perhaps not 
surprisingly, environmental protection (5.72 compared to 4.90; F=76.50, df=1). These results 
are graphically depicted in Figure  and the values for which significant differences were 
identified are marked with an asterisk (*). 
 
Figure 2: Values of potential environmental volunteers versus non-environmental volunteers. 
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Discussion and implications 
 
This empirical study sought to extend knowledge beyond those people who currently 
volunteer for environmental causes and gain insight into those people who have not yet 
volunteered but are more likely than the general population to do so in future.  
Individuals who would consider volunteering for an environmental cause – the potential 
environmental volunteers – were found to have stronger pro-environmental attitudes, 
suggesting that they are attracted and motivated by the mission of environmental 
organisations. However, they are also motivated by a range of other altruistic and egoistic 
factors (e.g. helping others and meeting new people), and also place higher importance on 
selected personal values than do the rest of the population (including freedom, equality, 
environmental protection and leading an exciting and varied life).  
Results are practically useful for managers responsible for attracting volunteers to 
environmental organisations. Firstly, marketing communications messages should explicitly 
emphasise the environmental mission of the organisation and the positive impact of its 
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activities on the natural environment, as these messages are likely to be motivating for 
individuals with strong pro-environmental attitudes.  
However, the fact that potential environmental volunteers are driven by a wide range of other 
motivations means that highlighting other benefits of involvement is likely to make the 
experience even more appealing for this segment of the market. Communications should also 
feature altruistic benefits of involvement, for example, the opportunity to support an 
important global cause, to make tangible improvements to the local area, and the positive 
impact environmental causes will have on quality of life for future generations. Similarly, 
promoting a range of egoistic benefits may motivate potential environmental volunteers, for 
example promoting volunteering as a social exercise, which gives volunteers the opportunity 
to meet new people and make friends with others who have similar values and attitudes. In 
addition, the fact that environmental volunteering typically involves outdoor physical work 
has the added benefit of contributing to an active, healthy lifestyle. This may, for example, be 
of particular interest to the large segment of the population that is approaching or at 
retirement age who are seeking activities to keep them active, healthy and useful. Similarly, 
the values that potential environmental volunteers view as important can be incorporated into 
promotional campaigns, for example volunteering as a way of leading an exciting and varied 
life and helping to ensure the environment is maintained for all to enjoy in future. 
Theoretically, findings support previous studies which acknowledge heterogeneity within the 
market of volunteers and identify segments of volunteers with common characteristics that 
make them suitable for targeted marketing strategies (Dolnicar & Randle, 2007; Randle & 
Dolnicar, 2009; Wymer, 1997). This study makes a unique contribution to the growing body 
of literature in the area of environmental volunteering because it specifically examines those 
individuals likely to become involved in future – or the future pool of environmental 
volunteers. Understanding this segment of the population provides a valuable opportunity for 
environmental organisations to increase their overall numbers of volunteers and attract new 
people who have not been involved before. This is an important issue for many 
environmental organisations because the competition for volunteers is increasing (Bussell & 
Forbes, 2002; Simpson, Lefroy, & Tsarenko, 2011) and without reliable information and 
tools to recruit and attract sufficient volunteers many would cease to exist.  
The strategy suggested here –segmenting the market to identify the group most likely to 
respond to marketing messages, and then targeting communications directly at them – has 
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been repeatedly demonstrated as a more effective and efficient use of marketing funds than 
generic communications aimed at the entire population. This is particularly salient in the case 
of nonprofit environmental organisations which often find themselves with limited funds to 
spend on marketing-related activities. 
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Appendix 1 – Survey questions 
 
We would like to ask you about giving unpaid help – in the form of time or service – to 
organisations or groups. Examples of organisations or groups are welfare groups, local 
community organisations, religious groups, schools, sporting or social clubs, or cultural 
organisations. 
 
Past volunteering behaviour 
In the past 12 months have you given unpaid help to (or volunteered for) an organisation or 
group? (please tick one only) 
 □ No 
 □ Yes, at least once a week 
 □ Yes, at least once a fortnight 
 □ Yes, at least once a month 
 □ Yes, several time a year 
 □ Yes, less than several time a year 
 
[If yes] Which one of the following most closely describes the type of organisation or group? 
(If you have given unpaid help to more than one organisation or group in the past 12 months 
please answer in relation to the organisation or group to which you have given the most help). 
□ Arts/culture 
□ Business/professional 
□ Employees’ union  
□ Community/welfare   
□ Education/training/youth development  
□ Health  
□ Environmental  
□ Animal welfare  
□ Emergency services  
□ Religious  
□ Sport/recreation 
 
Future volunteering behaviour 
Which of the following types of organisations or groups (if any) would you be most likely to 
give unpaid help to, that is, volunteer for? (tick as many as are applicable). 
□ Arts/culture 
□ Business/professional 
□ Employees’ union  
□ Community/welfare   
□ Education/training/youth development  
□ Health  
□ Environmental  
□ Animal welfare  
□ Emergency services  
□ Religious  
□ Sport/recreation 
OR  □ None of the above 
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Environmental attitudes 
 
Listed below are statements about the relationship between humans and the environment. For 
each one, please indicate the extent to which you agree or disagree with it by ticking the 
appropriate box.  
 Strongly Mildly  Mildly Strongly 
 disagree disagree Unsure agree agree 
We are approaching the limit of the number of people the earth can support □ □ □ □ □ 
Humans have the right to modify the natural environment to suit their needs □ □ □ □ □ 
When humans interfere with nature it often produces disastrous consequences □ □ □ □ □ 
Human ingenuity will ensure that we do not make the earth unlivable □ □ □ □ □ 
Humans are severely abusing the environment □ □ □ □ □ 
The earth has plenty of natural resources if we just learn how to develop them □ □ □ □ □ 
Plants and animals have as much right as humans to exist □ □ □ □ □ 
The balance of nature is strong enough to cope with the environmental 
impacts of modern industrial nations 
□ □ □ □ □ 
Despite our special abilities humans are still subject to the laws of nature □ □ □ □ □ 
The so-called “ecological crisis” facing humankind has been greatly 
exaggerated 
□ □ □ □ □ 
The earth is like a spaceship with very limited room and resources □ □ □ □ □ 
Humans were meant to rule over the rest of nature □ □ □ □ □ 
The balance of nature is delicate and easily upset □ □ □ □ □ 
Humans will eventually learn enough about how nature works to be able to 
control it 
□ □ □ □ □ 
If things continue on their present course, we will soon experience a major 
ecological catastrophe 
□ □ □ □ □ 
 
Personal values 
Below is a list of values that you may or may not feel are personally important to you. Please 
consider this list carefully and indicate the extent to which each one is important to you in 
your life by circling the appropriate number: 
 Of no Extremely 
 importance important 
Authority (the right to lead or command)   0 1 2 3 4 5 6 7 
Success (achievement of goals)   0 1 2 3 4 5 6 7 
Pleasure (gratification of desires)   0 1 2 3 4 5 6 7 
A varied life (filled with challenge, novelty and 
change)   0 1 2 3 4 5 6 7 
Freedom (freedom of action and thought)   0 1 2 3 4 5 6 7 
Environmental protection (preserving nature)   0 1 2 3 4 5 6 7 
Helpfulness (working for the welfare of others)   0 1 2 3 4 5 6 7 
Respect for tradition (preservation of time-honoured 
customs)   0 1 2 3 4 5 6 7 
Politeness (courtesy, good manners)   0 1 2 3 4 5 6 7 
National security (protection of my nation from 
enemies)   0 1 2 3 4 5 6 7 
Wealth (material possessions, money)   0 1 2 3 4 5 6 7 
Ambition (hardworking, aspiring)   0 1 2 3 4 5 6 7 
An enjoyable life (enjoying food, sex, leisure, etc.)   0 1 2 3 4 5 6 7 
An exciting life (stimulating experiences)   0 1 2 3 4 5 6 7 
Creativity (uniqueness, imagination)   0 1 2 3 4 5 6 7 
Equality (equal opportunity for all)   0 1 2 3 4 5 6 7 
22 
 
Loyalty (faithfulness to friends, group)   0 1 2 3 4 5 6 7 
Devoutness (holding to religious faith and beliefs)   0 1 2 3 4 5 6 7 
Honouring of parents and elders (showing respect)   0 1 2 3 4 5 6 7 
Family security (safety for loved ones)   0 1 2 3 4 5 6 7 
 
Motivations 
 
Below is a list of reasons for giving unpaid help. If you have given, or are currently giving, 
unpaid help please indicate which of these reasons apply to you. If you have not given unpaid 
help before, please indicate which of the following reasons would be important in your 
decision of whether to give unpaid help. (tick as many as are applicable) 
□ I can meet different types of people 
□ It will help my career prospects 
□ I want to maintain services that I may use one day 
□ There is no-one else to do the work 
□ It makes me feel less lonely 
□ My children are involved with the organisation 
□ It sets a good example for others 
□ It keeps me active 
□ I feel like I am doing a good job 
□ I can socialise with people who are like me 
□ It will improve my community 
□ I know someone who has benefited from the organisation 
□ It gives me the chance to help others 
□ I can support an important cause 
□ I can build a network of contacts 
□ I can give something back to society 
□ I can put faith into action 
□ I can gain recognition within the community 
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